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HIGHLIGHTS 
• Franchisor websites often do not provide the most effective information needed for 
franchisee recruitment. 
• Both functional and symbolic benefits are related to effective franchisee attraction. 
• Certain categories of information targeting franchisee candidates and chain growth can 
have either positive or negative outcomes. 
• Some categories of information meant to encourage franchisee attraction are 
superfluous and may be counterproductive in terms of overloading candidates’ 
attention. 
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USING WEBSITES TO RECRUIT FRANCHISEE CANDIDATES 
ABSTRACT 
Unlike other interorganizational relationships, such as joint ventures, franchisors commonly 
display information on their websites with the objective of attracting franchisee entrepreneurs 
and having them sign standardized contracts. This paper analyses, for the first time, how 
franchise brands disclose both functional and symbolic benefits and their effect on franchise 
chain growth. Our empirical study, based on an in-depth analysis of 106 websites, suggests 
that both types of benefits are intertwined in advertising franchise opportunities. Information 
on financial requirements, contact facilities and recruiting processes are positively related to 
franchise chain growth, whereas information on business potential (financial expectations) is 
negatively related to growth. Moreover, information on continuous assistance is relevant for 
service-type franchisee candidates. Finally, our observations show that information available 
in all the categories is far from exhaustive and that influential information is frequently absent 
from franchisor websites. 
KEYWORDS 
Franchising, Internet, Online communication, Recruitment, Franchisee candidates, Franchise 
branding. 
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1. INTRODUCTION 
Business format franchising is defined as  
“a contractual arrangement between two independent firms, whereby the franchisee 
pays the franchisor for the right to sell the franchisor’s product and/or the right to use 
his trademark at a given place and for a certain period of time […] [T]he relationship 
between franchisor and franchisee ‘includes not only the product, service, and 
trademark, but the entire business format itself – a marketing strategy and plan, 
operating manuals and standards, quality control, and continuing two-way 
communication’” (Lafontaine 1992, p. 264).  
Franchising is growing in most countries and in most industries. Even in experienced markets, 
as in the United States, franchising growth consistently outperforms that of the economy, 
accounting for a 3% of the GDP (International Franchise Association 2016). 
In order for franchise chains to grow, however, franchisors have to focus on two areas: the 
marketing of their final products, vis-à-vis the final customers, and the marketing of their 
business concepts, vis-à-vis the franchisee candidates. In this study, our focus is on the 
marketing of franchisors’ business concepts and, more specifically, on their communication 
with franchisee candidates. To attract franchisee candidates and make their chain grow, 
franchisors usually use a multi-channel strategy (Perrigot, Basset and Cliquet 2011) 
comprised of both offline communication tools (e.g., booths at franchise exhibitions, 
advertisements in specialized press, specialized recruiting agencies) and online 
communication tools (e.g., franchisor websites, specialized websites, social media).  
In this context, recruitment of franchisee candidates through websites has become a 
widespread business-to-business practice that shapes franchise branding (Zachary et al. 2011). 
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Even though Internet technologies in business have advanced from Web 1.0 to Web 3.0 
(Garrigos-Simon, Lapiedra Alcamí and Barberá Ribera 2012) within the franchise sector, 
websites are used extensively as information portals1 (Web 1.0) for the purpose of recruitment 
(e.g., more than 83% of franchisors use them in the United States, Australia and France 
[Young, McIntyre and Paswan 2004; Rao and Frazer 2006; El Akremi et al. 2012]).  As such, 
earlier studies regarding recruitment information displayed on franchise websites have been 
merely descriptive. In contrast, our study advances website recruiting research in franchising 
by testing its effectiveness in promoting chain growth. In doing so, we draw on the marketing 
and franchising literature with a focus on signaling and agency theories to examine (1) 
whether information displayed on franchisor websites plays a relevant role in the decision-
making process of franchisee candidates; (2) how the contents contribute to franchise 
branding; and (3) which types of information are significantly related to chain growth.  
From this perspective, we consider the categories of information provided on franchisor 
websites, classify them depending on the types of benefits they provide to the franchise brand 
and identify which categories of content are related to franchise chain growth, as growth is a 
major goal of franchisors (e.g., Combs, Ketchen and Short 2011; Norton 1988) and a proxy 
for profitability (Lafontaine 1993). 
Our empirical study is based on an in-depth content analysis of 106 franchisor websites drawn 
from retail and service industries in France. This French context is relevant because of the 
dynamism of franchising in France in terms of the number of franchise chains (1,900 
franchisors with 71,508 franchised stores generating €55.10 billion of total sales [French 
Franchise Federation 2017]) and chain growth (+2.91% in 2015-2016 [French Franchise 
Federation 2017]). In fact, 83.5% of franchising sales in the European Union are derived from 
                                                           
1 We thank an anonymous reviewer for raising this point. 
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25% of the member states (Abell 2016), France being amongst the highest ranked 
contributors. 
Building on these points, the study contributes to the literature in several ways. First, we 
enlarge the limited research available on Internet adoption and franchising expansion, thereby 
responding to the call for research on “the problems surrounding the adoption of new 
technologies […] in franchised chains” (Lafontaine 2014, p 22) by focusing on what 
information may be relevant for recruiting new franchisees. Second, we build on the scarce 
literature available on franchisee recruitment (Watson et al. 2016; Zachary et al. 2011) by 
showing the kinds of information franchisors disclose on their websites. Third, our study 
contributes to a field of research, suggested by Ratchford (2015), on the drivers and effects of 
online advertising in interactive marketing and highlights the relevant categories in terms of 
franchise chain growth that would benefit franchisors.  Fourth, as franchisees are 
entrepreneurs in a B2B relationship, we respond to Varadarajan and Yadav (2009) who report 
that research on communicating and interacting with businesses remains limited. Finally, our 
paper also has managerial implications in terms of franchisee candidate recruitment and 
franchise branding. Appropriate signaling of the right information may enhance efficiency 
when attracting franchisees and assigning resources to advertising (Michael 2009). 
In Section 2, we review the existing literature on franchisor online communication used to 
attract franchisee candidates and formulate the research hypotheses. We describe the 
methodology in Section 3, while in Sections 4 and 5 we present and discuss the results of our 
empirical study. 
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2. LITERATURE REVIEW 
2.1. Recruitment in franchising 
Recruitment raises particular issues within franchising, because it is typically targeted toward 
two types of candidates: franchisees and corporate employees. Prospective franchisees are the 
focus of our present research. Attracting prospective franchisees is particularly challenging 
because franchisees are entrepreneurs and/or investors who are assessing new business 
opportunities. Although they may share some of the same concerns as employees, their 
recruitment processes are more complex. For instance, unlike employees, franchisees commit 
their own capital in long term investments and receive residual claims from their outlets rather 
than a salary. One outcome is that this residual claimant status ensures dedication on the part 
of the franchisees, thus reducing agency costs relative to hiring employees. In fact, this 
advantage may explain the franchisor’s choice of franchising as a governance form (Norton 
1988; Lafontaine 1992; Sen 1998; Michael 2000b). Moreover, franchising may minimize 
adverse selection problems because franchisees, unlike certain employees, do not have the 
incentive to misrepresent themselves. As well, franchising has been perceived as a response to 
agency problems related to geographic dispersion of outlets (Norton 1988; Lafontaine 1992). 
Franchisees do not need the same close supervision as employees and are managed through 
persuasion. By saving agency costs and offsetting entrepreneurial capacity problems through 
high powered incentives (Norton 1988), franchising can be considered a growth strategy for 
chains (Combs, Ketchen and Short 2011; Dant and Berger 1996; Kaufmann and Dant 1996; 
Lafontaine 1992; Norton 1988; Sen 1998). 
However, franchising growth can only come about after careful pre-screening of franchisee 
candidates by franchisors  (Bradach 1997), because the costs involved in terminating a 
franchise contract are much higher than the costs of terminating an employment contract 
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(Michael 2000a). In fact, the selection of appropriate franchisee candidates is considered one 
of the main operating challenges for franchisors (Jambulingan and Nevin 1999; Watson et al. 
2016). 
This paper addresses the research gap on e-recruitment and examines the content and 
implications of the information displayed on franchisor websites in terms of franchise 
branding and growth. Early studies report that franchisors commonly use this medium to 
recruit new franchisees (e.g., Cedrola and Memmo 2009; Dixon and Quinn 2004; Rao and 
Frazer 2006; Young, McIntyre and Paswan 2004) and that the primary goal of a franchisor’s 
website is to promote the concept to franchisee candidates (Martin 1999). For instance, 83.5% 
of franchisors use their websites to attract franchisee candidates in the United States (Young, 
McIntyre and Paswan 2004), 86.1% in Australia (Rao and Frazer 2006) and 85.61% in France 
(El Akremi et al. 2012). 
Franchisors often use a mix of online and offline means to inform and persuade candidates, as 
well as other forms of successive interaction (Stephens 2007; Michael 2009) like face-to-face 
meetings, for example.  However, there are numerous advantages to recruitment by means of 
websites compared to other more traditional methods, such as setting up booths at franchise 
exhibitions or creating brochures that may serve as complements to or substitutes for website 
recruitment. First, websites provide easy access to a large number of franchisee candidates 
who can navigate the websites at will. Second, websites are an effective means of providing 
information and are relatively inexpensive to construct (Dixon and Quinn 2004). Third, in 
terms of cost reduction, past research on employee recruitment estimates that Internet 
recruitment amounts to a tenth of the cost of traditional methods and the timing of recruitment 
and selection can be reduced by 25% (Lievens and Harris 2003). Fourth, the Internet is a 
dynamic and consistent means of conveying information, because the company controls the 
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message2 (Lievens and Harris 2003). Fifth, via their websites, franchisors can recruit on their 
own. This option is preferable when franchisors believe that external recruiting companies do 
not have the knowledge or the incentive to attract the most suitable franchisee candidates 
(Weaven, Frazer, and Giddings 2010). Sixth, positive externalities exist for the way customers 
and potential employees for company-owned stores can be attracted. Seventh, the Internet 
also simplifies comparisons for franchisee candidates, which can lead to more informed 
decision-making. 
However, recruitment of franchisee candidates through websites may also present some 
pitfalls. First, there is the need to filter a high number of applicants if there is over-attraction. 
In principle, the emphasis on recruitment via the Internet focuses on attracting candidates 
rather than selecting the best ones (Lievens and Harris 2003). In order to avoid this, 
franchisors can minimize the time and effort required in selecting candidates by designing 
their websites in a way to attract franchisee candidates with particular profiles. Second, there 
are some limitations associated with website communication because it is very often one-
directional, done at a distance and is a-synchronous, so there is no immediate interaction 
between franchisors and the franchisee candidates (Cable and Yu 2006). Third, the 
recruitment of franchisee candidates via websites may be inappropriate for certain franchisee 
candidate profiles, such as foreign candidates who are unfamiliar with the brand or single-unit 
franchisees that are already part of the chain and want to become multi-unit franchisees. 
                                                           
2 However, a drawback of this one-sided control is that it may lead to ex-post conflict if the franchisor 
misrepresents information. 
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2.2. Value proposition of the franchise chain on franchisor websites 
2.2.1. Value proposition 
Communication through websites is a tangible means of conveying a franchise chain’s values 
and organizational identity, that is, the enduring perception of what makes an organization 
distinct (Albert and Whetten 1985; Zachary et al. 2011). It contains ex-ante voluntary 
information disclosure that may signal some of the franchisor’s attributes. Zachary et al. 
(2011), in their study of franchisor websites, coined the concept “franchise branding” to 
describe “how franchisors position franchise opportunities to attract potential franchisees” in 
coherence with their organizational identity.  
Effective communication of organizational identity may ultimately sell a business 
opportunity. The sales funnel framework, developed as a theory of communication, illustrates 
the cognitive phases that buyers follow when purchasing a product (Michaelson and Stacks 
2011), such as franchise business opportunities announced in recruiting websites. In the case 
of franchising, these phases comprise an awareness of the concept and an interest in the 
benefits of the franchise opportunity. These lead to a desire and a purchase decision (or intent 
to purchase). In attracting franchise candidates through their websites, franchisors should take 
these phases into account by carefully shaping the contents of their websites to attract 
candidates who may become partners in a B2B relationship.  
Although the use of recruiting websites by franchisors is ubiquitous, as discussed above, 
information provided on the Internet is only a first step in the decision-making process of 
franchisee candidates that will include long term investments of time, talent and capital. 
However, our contention is that this information may influence prospective investors by 
attracting their attention and interest. In fact, past research highlights that beliefs about 
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organizational identity are developed very early on at a moment prior to the recruitment 
process and are hard to modify (Barber 1988; Cable and Yu 2006), so this preliminary contact 
with the brand may have an impact on prospective franchisees’ choice. Even though there are 
many other variables that influence franchise growth, this information may have a significant 
impact on franchise branding and growth. 
Hence, our hypothesis is the following: 
H1: Display of information targeting franchisee candidates on franchisor websites has 
a positive relationship with franchise chain growth. 
2.2.2. Functional and symbolic benefits 
Franchisors voluntarily post on their websites some of the information included in the 
mandatory disclosure documents that they provide to franchisee candidates prior to signing a 
franchise contract with them. These legal obligations are aimed at facilitating franchisee 
candidates in making sound decisions about their investments as part of the pre-sale due 
diligence process and should be furnished in any tangible form that can be preserved and read. 
For example, in France, these data include the company’s experience, the state and prospects 
for development of the relevant market, the size of the chain, the terms of the contract, the 
conditions for its renewal, its termination and its transfer and the scope of exclusive rights 
(French Code du Commerce Article L330-3). In the United States, certain states may require 
franchisors to provide a Franchise Disclosure document (FDD) that can include up to 23 items 
that contain information primarily pertaining to the franchisor and the performance of the 
franchise chain.  
This information, common to the mandatory disclosure documents, in conjunction with other 
benefits mentioned on the website, contributes to create a brand image. Any brand image may 
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be broken down into functional and symbolic benefits or dimensions (e.g., Aaker 1991; 
Padgett and Allen 1997; Rampl and Kenning 2014) according to the underlying drivers to 
which they are connected. Whereas functional benefits are product-related and correspond to 
fairly basic, practical attributes, symbolic benefits are expressive, not product-related and tend 
to enhance self or social esteem, as shown in figure 1. Therefore, product-related information, 
as included in mandatory documents, can be considered functional.  
Insert figure 1 about here 
This functional content, similar to mandatory pre-contractual information, is useful for the 
rational decision-making we would expect to find in B2B sectors (Lilien et al. 2010). When a 
prospective franchisee assesses a new business opportunity, profitability comes to mind 
(Sadeh and Kacker 2017). However, there are other topics that franchisors may cover on their 
websites, including parts of the mandatory disclosure documents, and not all of these may be 
conducive to persuading candidates to join their chains. 
In fact, there are a number of rationales for supporting the idea that information should be 
carefully selected and that there is potential dilemma regarding the extent of information 
provided to potential franchisees (Sicilia and Ruiz 2010). Whereas the two first rationales 
below support publication restraint, the third advocates reporting more extensive information. 
First, literature on interfirm relationships classifies contracts as formal and relational. 
Whereas formal contracts detail how to act in particular settings, relational contracts are 
agreements that rely on the value of future relationships and, hence, there is less 
formalization (Solís et al. 2017). Past evidence in franchising shows that more formalized 
contracts do not always lead to better results. In turn, relational contracts may enhance 
franchisee satisfaction (Combs et al. 2004). Associated with this classification, information 
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posted on websites can be considered pre-contractual information (although it may but need 
not be the disclosure document), that is, a formal statement of certain facts. It represents 
voluntary release of relevant information to franchisee candidates. Although website 
information is not a contract, literature on contracting may suggest abstaining from 
giving out too much information. 
Second, when designing website content, franchisors should bear in mind neuroscientists’ 
findings that individuals forget most of the information they are given and that they pay more 
attention to messages that appeal to their emotions (Medina 2008). Additionally, individuals 
are better at identifying patterns than they are at recording details, so simple messages may be 
more effective to consolidate memories (Medina 2008). Their retention is volatile, as Medina 
(2008) might put it, so franchisors should carefully choose the contents of their websites. 
Additionally, psychology has shown that excessive information may be paralyzing (Schwartz 
2004). As Speener and Freeman (2012) put it, the rising volume of marketing messages is 
overwhelming rather than empowering. 
Third, signalling theory emphasizes that to attract resources, the informed party (i.e., the 
franchisor) must decide whether and how to reveal information (Michael 2009). Potential 
franchisees might intuit that reasons for withholding information might be because of unstated 
high entry fees, low profitability, weak chain growth, among others (Michael 2009; Sadeh and 
Kacker 2017), especially information referred to as objective facts, such as functional 
benefits. Therefore, there is an incentive to reveal information to franchisee candidates. 
Franchisors aiming to increase audience awareness, with the objective of persuading some of 
them to join their chains, should take both these considerations and the sales funnel 
framework into account. This is especially relevant for franchisors that compete against each 
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other by selling their business formats to franchisee candidates (Michael 2009; Zachary et al. 
2011). Franchisors who want to generate interest in their franchise opportunities need to be 
able to initiate relationships with franchisee candidates. Effectively branding a franchise 
concept may help a company compete for talented candidates, which in turn can contribute to 
delivering quality to customers, as happens with other human resources (Rampl and Kenning 
2014). 
Thus, we expect that franchisors with better-designed value propositions have an advantage 
when it comes to growth. Our purpose is to empirically determine which propositions are 
relevant. Hence, our hypothesis: 
H2: Information about functional benefits on franchisor websites has a positive 
relationship with franchise chain growth. 
We have already argued that emotions help memory (Medina 2008). In this vein, candidates 
may move beyond looking at the functional benefits (product-related) and consider symbolic 
benefits (related to emotions, such as self or social esteem) when making a decision to 
become a franchisee or considering a particular brand (Aaker 2009). Previous literature 
outside of the topic of franchising shows that recruitment depends not only on functional 
benefits, such as pay, opportunities for careers, location or organizational structure, but also 
on symbolic benefits that candidates attribute to organizations (Lievens and Highhouse 2003). 
These benefits relate to perceptions of a company’s prestige which, when the candidate 
becomes associated with the company, may help candidates attain some kind of social 
approval. These are even more important when instrumental differences between brands are 
scarce (Lievens and Highhouse 2003), as may occur in the competitive environment of 
franchising.  
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Symbolic benefits, like brand image or prestige, are important in B2B markets such as 
franchising where tangible features do not play a noticeable role in product or service 
differentiation (Nyadzayo et al. 2016). These benefits also include organizational values and 
perceptions of person-company fit in terms of values and/or demographics. Franchisors seek 
to attract franchisee candidates who share similar values with their own chain (Zachary et al. 
2011). This presocialization can prevent future agency problems and minimize adverse 
selection when franchisees independently make decisions that franchisors are unable to 
monitor (Minkler 1990; Zachary et al. 2011). In other words, with presocialization and self-
selection, companies develop a certain type of workforce (Cable and Judge 1996; Nyadzayo 
et al. 2011). 
Moreover, very often franchisee candidates are former customers and/or employees who have 
appreciated the franchise chain before considering it as a potential investment (Bradach 
1998). Therefore, good customer service and good human resource practices produce positive 
externalities, thus attracting motivated candidates who already have certain knowledge about 
the business and can make informed decisions. As well, many candidates are attracted by the 
brand because of their families’ and friends’ experiences with the brand. Staff and other 
stakeholders can be seen as brand ambassadors who contribute to brand image (Nyadzayo et 
al. 2011). 
Additionally, when offering a value proposition, franchisors may pursue candidates who 
prefer companies that have organizational attributes similar to their own personal values, so 
they try to determine if their degree of fit accords with the companies’ (Cable and Judge 
1996).  Nyadzayo et al. (2011), Watson et al. (2016) and Zachary et al. (2011) have found that 
brand relationships and performance improve when franchisors select franchisees with a 
cultural fit to the company’s vision.  
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Finally, symbolic benefits may be especially relevant to single-unit franchisees who have no 
previous experience dealing with a franchisor and who tend to appreciate the nonfinancial 
aspects of franchise ownership (Grünhagen and Mittelstaedt 2005). They can deal, for 
instance, with the location of the store and the associated life-style as well as the possibilities 
of leveraging their personal social networks; or with the sought after profile that involves 
certain personality traits3. 
Therefore, we expect that certain pieces of information on symbolic benefits or non financial 
aspects of franchise ownership relate to franchise growth. We will empirically identify which 
particular pieces are effective. Therefore, our hypothesis is the following: 
H3: Information about symbolic benefits on franchisor websites has a positive 
relationship with franchise chain growth. 
2.2.3. Industry moderating effects 
Franchisee candidates evaluate the business potential (financial expectations) and its fit with 
their own abilities. In doing so, they must appraise a service (jump-start entrepreneurial 
activity) whose nature is intangible and difficult to assess. However, the information 
asymmetry between franchisors and franchisee candidates may be unequal in retail-type and 
pure service-type franchise chains. Retailing opportunities may be easier to assess because 
they commercialize a tangible product for final customers that backs franchisor proposals 
(Barthélemy 2008). On the other hand, quality of pure services is more difficult to disentangle 
and, furthermore, those services will be co-created with franchisees when sold to final 
customers (Perrigot, López-Fernández and Eroglu 2013).  
                                                           
3 These items are included in the category of information labeled as “Recruitment process of franchisee 
candidates”. 
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When it comes to seizing a business opportunity, prospective franchisees interested in pure 
services may highly appreciate information that reduces their uncertainty regarding adverse 
selection as this assessment can be a complicated and demanding issue.  From the point of 
view of the franchisor, it may be rewarding to highlight features that better shape the 
consistency of the service provided and the quality level of the business opportunity. 
We considered three categories of functional information that could reduce these information 
asymmetries.  First, franchisors could post information on training programs (initial assistance 
and continuous assistance) available to reduce the franchisees’ uncertainty about their ability 
to run a business. Past literature in franchising has used training programs as a proxy for tacit 
business practices (Combs et al. 2011; López-Fernández and López-Bayón 2017; Mundziev 
and Windsperger 2011; Windsperger 2004) that are acquired through experience or face-to-
face training (Barthélemy 2008; Windsperger 2004).  Additionally, training has been 
considered an indicator of quality in franchising (Kaufmann and Dant 2001; Sadeh and 
Kacker 2017). Secondly, a statement of business potential (financial expectations) could help 
franchisees gain insight into the business opportunity.  Financial disclosure made on a 
voluntary basis has been studied as a signal of quality in franchising (Michael 2009; Sadeh 
and Kacker 2017). 
Finally, we consider a business’s certification of quality to be a symbolic benefit that is 
particularly appreciated in pure services.  These certifications may assure prospective 
franchisees that they are dealing with businesses that have been acknowledged for their 
excellence when considering investment. More qualified franchisors should have no problem 
gaining certifications of quality (Sadeh and Kacker 2017) and, as achieving that recognition 
requires active effort, franchisors may be interested in signalling their accomplishments. 
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Hence, we propose the following interactions regarding the above mentioned effects and the 
industry: 
H4: The industry moderates the specific relationship between information about 
assistance (H4a: initial assistance, H4b: continuous assistance) and franchise chain 
growth so that services will enhance the positive relationship between these categories 
of information and franchise chain growth. 
H5: The industry moderates the specific relationship between information about 
business potential (financial expectations) and franchise chain growth so that services 
will enhance the positive relationship between these categories of information and 
franchise chain growth. 
H6: The industry moderates the specific relationship between information about 
certifications and franchise chain growth so that services will enhance the positive 
relationship between these categories of information and franchise chain growth. 
3. METHODOLOGY 
3. 1. Empirical context and sample of franchise chains 
The choice of the French market for the empirical context of our research was based on 
several rationales. First, France is the oldest and largest market in Europe in terms of 
franchising. More specifically, in 2016, there were 1,900 franchisors with 71,508 franchised 
stores generating €55.10 billion of total sales in France (French Franchise Federation, 2017) 
 Second, regarding our topic of interest in a broad sense, i.e., franchise chain growth through 
the opening of new franchised stores, France serves as a good empirical setting due to its 
annually growing franchise sector, e.g., +2.91% in 2015-2016 (French Franchise Federation, 
 18 
 
2017). Our empirical study deals with a sample of 106 franchise chains in both retail and 
service industries in the French market. These 106 chains correspond to all the chains that 
have at least one franchised store and that have had positive growth4 over the 2012- 2013 
period.  
3.2. Data and variables 
We gathered data in two ways: 1) through a detailed analysis of the content of franchisor 
websites; and 2) the use of secondary data on franchise chain characteristics and growth.   
3.2.1. Detailed observation of the content of franchisor websites 
A detailed analysis of the website content of 106 franchise chains was conducted in July 
2012. By franchisor website, we refer to a franchise chain’s home page on the Internet and all 
links that the franchise chain associates with its home page (Cable and Yu 2006). For this 
detailed analysis, we used a codebook we developed using a three-step process. First, we 
reviewed the existing literature on website content dealing with recruitment of franchisee 
candidates (e.g., Cedrola and Memmo 2009; Dixon and Quinn 2004; Rao and Frazer 2006; 
Young, McIntyre and Paswan 2004; Zachary et al. 2011). Second, we conducted a 
preliminary observation of a sample of franchisor websites. This benchmarking step allowed 
us to list all the types of information displayed on franchisor websites that could be of interest 
to franchisee candidates and to distinguish between functional and symbolic benefits 
following the pattern shown above (del Río, Vázquez and Iglesias 2001) in figure 1. 
Particularly, information usually included in disclosure documents was considered as 
                                                           
4 We limited our study to growing franchise chains, because we consider that the chains that are willing and able 
to increase the number of franchised stores will make an effort to recruit new franchisees. Of course, non-
growing franchise chains may be interested in attracting franchisee candidates for renewal, but we expect this 
effort to be marginal. 
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functional. Thirdly, we asked franchising experts, including researchers and franchisors and 
franchise staff, to validate this list of types of information and their classification into 
categories. The codebook with functional and symbolic benefits contains eighteen categories 
displayed in Table 1. 
Insert Table 1 about here 
For each of the eighteen categories, we measured the extent of information provided to 
franchisee candidates on the franchisor websites and summed up the related items. For 
instance, for the category “information on the franchise chain,” we took into account the six 
following types of information: 1) whether there was a detailed description of the concept; 2) 
a definition of franchising; 3) mention of the year the franchise chain was established; 4) a 
description of the chain’s history; 5) the number of franchised stores; 6) the number of 
company-owned stores. For each of these six types of information, we used the unity value 
when the information was displayed on the website and the zero value when the information 
was not provided on the website. An average score across websites was computed for each 
category. We did the same for the eighteen categories (9 functional benefits and 9 symbolic 
benefits). We thus had values ranging from 0 to 1, indicating the extent of information 
provided on the franchisor websites to the franchisee candidates. Descriptive statistics for 
these eighteen categories of information are displayed in Table 2. 
Insert Table 2 about here 
3.2.2. Use of secondary data on chain characteristics and growth 
The secondary data on franchise chain characteristics and growth were taken from the 
franchise directories, Toute la franchise, les chiffres, les textes, les réseaux, for the years 2013 
and 2014 published by the French Franchise Federation (corresponding to the 2012 and 2013 
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data). This data source displays the main characteristics of franchise chains in the French 
market. These directories have been used in previous research on franchising in France (e.g., 
Barthélemy 2008; Dant, Perrigot and Cliquet 2008; El Akremi, Mignonac and Perrigot 2011; 
Perrigot, López-Fernández and Eroglu 2013) and have proven to be a reliable source of 
information.  
From this source, we computed the chain growth of franchised stores over a one-year period, 
2012-2013. Additionally, for our 106 sampled franchise chains, we used the following 
characteristics as control variables consistent with the extant franchising literature (e.g., 
Michael 2000a; Barthélemy 2008; López-Bayón and López-Fernández 2016): chain age, 
chain size, percentage of company-owned stores within the chain, industry and international 
dimension, as displayed in the 2013 directory and corresponding to the 2012 data.  
In more detail, chain age was computed from the year the concept was franchised (and not the 
year the company first went into business). The mean age of our sampled chains was 11.24 
years (standard deviation: 10.55). Chain size refers to the number of franchised and company-
owned stores within the chain in the French market. The mean size of our sampled chains was 
87.69 stores (standard deviation: 122.61). The average percentage of company-owned stores 
within the chain in the French market equals 28.36% (standard deviation: 26.15). The industry 
in which the franchisor operates its business is coded as follows: 0 for retailing and 1 for 
services. In our sample, 67% of the chains were in the service industry. The international 
dimension of the chain is coded as follows: 0 for purely-domestic chains and 1 for 
international chains. In our sample, 43% of the chains were international chains. The one-year 
chain growth corresponds to the number of franchised stores opened in one year, i.e., the 
number of franchised stores in 2013 minus the number of franchised stores in 2012. The 
 21 
 
average one-year chain growth equals 10.99 franchised stores (standard deviation: 17.34). 
Descriptive statistics for these variables are displayed in Table 3. 
Insert Table 3 about here 
3.3. Data analyses 
In addition to descriptive data analyses, we used a linear regression model to examine the 
relationships between the extent of information provided on the franchisor websites for the 
eighteen categories and the franchise chain growth, controlling for chain characteristics. The 
model can be written as follows: 
Franchise chain growth= 
(Controls) b0 + b1 (chain age) + b2(chain size) + b3(percentage of company-owned stores within the 
chain) + b4(industry) + b5(international dimension) +  
(Moderating variables)  b6(industry*initial assistance) + b7(industry*continuous assistance) + b8(industry*business 
potential (financial expectations))+ b9(industry*certifications) 
(Predictors)  ∑ bi(extent of information provided on the website for category xi)  
To reduce potential problems with multicollinearity between the interaction terms and their 
components, we performed the mean-centering procedure suggested by Aiken and West 
(1991). The Variance Inflation Factors (VIFs) were no larger than three, thus indicating very 
little likelihood of any multicollinearity in the parameter estimates (Hair et al. 2009).  
4. RESULTS 
4.1. Extent of information provided on franchisor websites 
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The values corresponding to the extent of information for the eighteen categories are 
displayed in Table 2. These values vary from 0.14 for certificates to 0.36 for aesthetic aspects 
of the website. This concretely means that at present franchisors provide up to a maximum of 
36% of the information that could be included on their websites to attract franchisee 
candidates. 
4.2. Extent of information provided on franchisor websites and franchise chain growth 
Estimation results of the linear regression model are presented in Table 4. Model 0 includes 
the control variables only. Model 1 includes the variables of interest (extent of information for 
the eighteen categories). These variables explain additional variance (adjusted R2 went from 
0.197 to 0.317). Model 2 adds the moderating effects (adjusted R2: 0.349).  Although there is 
still much unexplained variance, we assume that many other factors have an impact on 
franchise chain growth. In fact, the information provided on the websites represents only the 
first step in incorporating new franchisees. A second step may include personal interviews, for 
example. Even though information on websites has an influence on attracting franchisee 
candidates, as Stephens (2007) proposes, complementary information means (e.g., face-to-
face meetings, brochures) increase the likelihood of attracting an audience. 
Insert Table 4 about here 
Overall, as detailed below, in model 1 we observe that three categories of information have a 
significant and positive relationship with franchise chain growth, so “H1: Display of 
information targeting franchisee candidates on franchisor websites has a positive relationship 
with franchise chain growth.” is supported. Franchisee candidates can use websites to become 
more knowledgeable about the franchise and then determine whether or not to proceed 
interactively (Stephens 2007). This result supports the idea that this form of mass media can 
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be a precursor to further contact with franchises and ultimately chain growth. However, as 
discussed below, many categories have a negligible or even negative relationship with 
franchise chain growth.  
More specifically, regarding functional benefits, two out of nine categories of information 
have a significant and positive relationship with franchise chain growth. Firstly, the extent of 
information provided concerning financial requirements needed to join the chain has a 
significant (at 5%) and positive relationship with franchise chain growth [coef = 16.617; p = 
.014]. Secondly, the extent of information on possibilities of contact without interaction has a 
significant (at 5%) and positive relationship with franchise chain growth [coef = 15.790; p = 
.048].  This category includes contents that are ready to download and/or subscribe to that 
may help candidates further research the features of the business. Therefore, it provides 
sequential insights into the business opportunities by going through the purchasing funnel. 
Finally, as far as the extent of information on business potential (financial expectations) is 
concerned, it has a significant (at 5%) and negative relationship with franchise chain growth 
[coef = -14.542; p = .018] contrary to H2. One possible explanation for the negative 
relationship is that franchisee candidates do not give credence to the information provided or 
the content does not match their own expectations regarding resource compensation resulting 
in a reduced chain growth. In the latter case, it may happen that prospective franchisees are 
more demanding or that they find those results out of their reach.  Michael (2009) remarks 
that prospective franchisees do not always encourage the revelation of financial information.  
In fact, most of the sampled franchisors do not offer this kind of information and still recruit 
franchisees.  Michael (2009) hypothesizes that some franchisee candidates may find 
information assessment costly and therefore prefer to settle for incomplete information on this 
topic. As a conclusion, “H2: Information about functional benefits on franchisor websites has 
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a positive relationship with franchise chain growth” is only partially supported with two 
categories of information having a significant and positive effect on growth, and one category 
having a significant and negative effect. 
Regarding symbolic benefits, only one out of nine categories of information has a significant 
and positive relationship with franchise chain growth. The extent of information on the 
recruitment process of franchisee candidates has a significant (at 10%) and positive 
relationship with franchise chain growth [coef = -4.842; p = 0.098]: “H3: Information about 
symbolic benefits on franchisor websites has a positive relationship with franchise chain 
growth” receives limited support.  
Cable and Judge (1996) found that subjective perceptions of fit between organizations and job 
candidates significantly predict job choice intentions as other important aspects of the job 
(e.g., rewards).  Therefore, information about the recruitment process may help persuade 
prospective franchisees and ultimately enhance franchise chain growth. However, the findings 
showing that functional benefits affect franchise chain growth more often as compared to their 
symbolic counterparts goes in line with Lilis et al. (2010) and Candi and Kahn (2016) 
findings.  These authors reported that the relationship between functional benefits and 
customer satisfaction in B2B markets is linear, whereas, other benefits linked to emotions are 
not, or they influence buyers only after some functionality is reached. 
In model 2, we introduced the interaction variables. Employing a contingency logic on the 
effect of information that signals assistance (initial and continuous), business potential 
(financial expectations) and certifications, we explored a more refined interpretation of the 
effects of displaying this kind information. Specifically, we tried to ascertain whether 
franchise chains that offer services in the consumer market need to post this information on 
their websites, because services are more difficult to assess than products. We found support 
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for the hypothesis “H4b: The industry moderates the specific relationship between 
information about continuous assistance and franchise chain growth so that services will 
enhance the positive relationship between these categories of information and franchise chain 
growth” [coef = 32.687; p = 0.089].  Therefore, employing a contingency logic (interaction 
terms) on the effect of the industry on franchise chain growth adds insight according to the 
significant interactive effect obtained.  Specifically, without the interaction term, one 
plausible conclusion would be that mentioning continuous assistance is useless in terms of 
growth. However, the positive interaction effect between this variable and the industry 
suggests a subtler interpretation of the effects of displaying this information. Finally, there 
was no support for the hypotheses H4a in link with initial assistance, H5 with business 
potential (financial expectations) and H6 with certifications. Indeed, there is not any 
difference in the impact of these variables contingent on the industry. Business potential 
(financial expectations) negatively affect franchise chain growth in all industries; and initial 
assistance and certifications do not significantly affect growth. We speculate that candidates 
may take initial assistance for granted, so information on such initial assistance does not affect 
their intention to join the chain. Moreover, we consider that certifications are less relevant for 
candidates than the value of the brand. Indeed, they are not widely used in franchising. 
As far as control variables are concerned, chain size had a significant (at 1%) and positive 
relationship with franchise chain growth [coef = .067; p = 0.000] and the percentage of 
company-owned stores within the chain had a significant (at 1%) and negative relationship 
with franchise chain growth [coef = -.215; p = 0.004]. The industry and the international 
dimension of the chain did not have any significant relationship with franchise chain growth.  
5. DISCUSSION 
5.1. Summary of findings 
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Attracting franchisee candidates to a chain is a major problem in franchising (Jambulingam 
and Nevin 1999, Watson et al. 2016) due to the long term nature of the franchise contract and 
because recruiting franchisees means attracting entrepreneurs who commit capital, effort and 
time (Zachary et al. 2011) and who are not merely employees.  However, published research 
on this topic is still sparse (Clarkin and Swavely 2006; Jambulingam and Nevin 1999, Watson 
et al. 2016). Moreover, little is known about the effectiveness of websites in recruiting 
franchisee candidates, despite the pervasiveness of this practice. 
Franchising provides a natural field for analyzing recruitment of contractual partners in B2B 
relationships. On the one hand, franchisors repeat this action with every franchisee. On the 
other hand, contracts tend to remain stable over time (Cochet and Garg 2008). In fact, outside 
of franchising, parties rarely sign contracts with different partners within the same 
standardized business (Solís et al. 2017), so they do not advertise business opportunities as 
widely on websites (e.g., joint-ventures or strategic alliances).  Therefore, analyzing recruiting 
information on franchisor websites provides a unique unexplored opportunity to study website 
effectiveness on B2B or interorganizational relationships. 
Given this background and building on the marketing and franchising literature, this paper 
examines the relevance of the information displayed on franchisor websites and its relation to 
chain growth.  This analysis reveals the contents of websites that are most effective in 
attracting potential franchisees and discusses the contribution of this information to franchise 
branding, differentiating between functional and symbolic dimensions in terms of attracting 
franchisee candidates. 
First of all, our empirical study underscores the importance of websites in initiating franchisee 
attraction.  As has been shown, there is a significant link between certain categories of 
information and growth of franchise chains. This early stage of franchisor-franchisee 
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communication deserves close attention from franchisors to more effectively attract new 
partners. This result is consistent with Cable and Yu’s (2006) findings that indicate that 
beliefs about organizational identity (franchise brand in our context) are formed even before 
recruitment. 
Secondly, our results indicate that franchisor websites do not report extensive information to 
franchisee candidates. Indeed, for each of the eighteen categories of information, at best, 
franchisors include only one third of the information they could display on their websites to 
attract franchisee candidates.  This result is in line with evidence regarding the existence of an 
optimal range of information in online consumer markets (Sicilia and Ruíz 2010). However, 
the amount of information provided should be restricted to appropriate topics.  
We observed that the frequent appearance of certain categories of information has no 
correlation to chain growth. In fact, many franchisors do not display categories of information 
that significantly impact chain growth. Hence, the scarcity of significant categories may 
reflect the loss of opportunities, because franchisors are not taking advantage of how 
information displayed can entice potential franchisees.  
As shown in our codebook exhibited in Table 1, some of the significant categories (in bold) 
receive little attention by franchisors on their websites, which advocates a rethinking of how 
they craft their communication.  Between 23.6% and 66% of the analyzed websites do not 
contain anything regarding the categories of information that significantly impact chain 
growth.  For instance, 42.45% of these websites do not report the financial requirements 
needed to join the chain.  This lack of information is particularly surprising as it is usually 
publicized by professional brokers in franchising, therefore, there are no obvious reasons to 
omit it (Sadeh and Kacker 2017).  
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Thirdly, the extent of information provided to franchisee candidates on franchisor websites 
has a significant and positive relationship with franchise chain growth in three out of the 
eighteen categories of information, and an additional one for service-type franchise chains. 
These include information dealing with functional benefits: information on the financial 
requirements for joining the chain, on possibilities of contact without interaction and on 
continuous assistance for service-type franchise chains, as well as with a symbolic benefit: 
information on the recruitment process of franchisee candidates. In fact, both types of benefits 
are intertwined in franchising, as observed in consumer markets (del Río et al. 2001; Aaker 
2009). In order to create a singular franchise brand that attracts new franchisee candidates and 
provides a competitive advantage, franchisors should consider these symbolic b3enefits apart 
from the most obvious functional ones.   
Fourthly, another category has a counterintuitive relationship with franchise chain growth. 
Indeed, the extent of information about business potential (financial expectations) has a 
significant but negative relationship with franchise chain growth. We speculate that providing 
too much information about the business potential may deter some franchisee candidates who 
anticipate that the business will not fulfill their expectations or who think they do not have the 
right profile to achieve those yields. However, these results do not immediately mean that the 
inclusion of this information is detrimental. In the case where franchisors are interested in 
particular franchisee profiles that demand careful screening, it could be advantageous to post 
this information so as to eliminate unsuitable franchisee candidates (by self-selection) and 
avoid future misunderstandings. 
Fifthly, information about continuous assistance was found to have a significant and positive 
effect on franchise chain growth in the case of service-type franchise chains.  Franchisors 
periodically train franchisees to update their business models and maintain their competitive 
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edge (Michael and Combs 2008; Barthélemy 2008). Results suggest that information on 
continuous assistance is particularly appreciated by those candidates interested in intangible 
concepts where quality is more difficult to guarantee and to keep consistent. These programs 
also facilitate developing personal ties and socialization (Michael 2000), so they also connect 
with symbolic benefits. 
We identified thirteen other categories of information that have no significant relationship 
with franchise chain growth. Franchisors may ponder these categories, taking into account the 
harmful effect of information overload on decision-makers in consumer markets, as well as 
other items advanced in the literature section (Schwartz 2004; Sicilia and Ruíz 2010; Speener 
and Freeman 2012). 
Overall, increasing the effectiveness of website information is linked to improving quality, 
since usefulness is a feature of quality information (Rieh 2002) and the purpose of attracting 
new franchisees is to promote chain growth. 
5.2. Contributions to research 
This research contributes to the literature on marketing communication, franchising and B2B 
relationships.  First, we contribute to the research on marketing communication by examining 
the effectiveness of websites in communicating B2B opportunities, and more specifically 
franchise business opportunities and identifying relevant categories of information to be 
displayed.  This identification is particularly valuable because, on the Internet, the potential to 
increase amounts of information is almost unlimited (Sicilia and Ruíz, 2010). In this way, our 
study answers Ratchford’s (2015) call for research on online communication and Varadarajan 
and Yadav’s (2009) remarks about the limited empirical research available on communication 
and interaction with businesses.   
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Second, we link this research with the literature on franchising, as Lafontaine (2014) has 
called for more research on the adoption of new technologies in franchised chains. Our study 
extends in this direction and builds on academic works dealing with franchising and 
communication on the Internet and on social media (e.g., Kacker and Perrigot 2016; Perrigot 
et al. 2012) or on CSR activities (e.g., Perrigot, Oxibar and Déjean 2015). Until recently, 
research on the role of franchisor online communication in attracting franchisees has mainly 
dealt with the percentage of franchisors using their websites to provide information to 
franchisee candidates (e.g., Dixon and Quinn 2004; Rao and Frazer 2006; Young, McIntyre 
and Paswan 2004), the types of information provided on franchisor websites (e.g., Cedrola 
and Memmo 2009; Rao and Frazer 2005; 2006) and the determinants of such franchisor 
online communication in terms of industry (e.g., Cedrola and Memmo 2009; Dixon and 
Quinn 2004;), chain size (e.g., Rao and Frazer 2006; Young, McIntyre and Paswan 2004) or 
the percentage of company-owned stores (Young, McIntyre and Paswan 2004). Furthermore, 
our study also completes the case study on Subway’s means of communication to attract 
franchisee candidates (Perrigot, Basset and Cliquet 2011) and the study of the importance of 
personal characteristics in franchisee selection (Clarkin and Swavely 2006; Nyadzayo et al. 
2011). As discussed, our empirical study focuses on the French market; it answers the call 
from Dant (2008) and Dant, Perrigot and Cliquet (2008) for more empirical research on 
franchise chains outside Anglo-Saxon countries.  
Third, in response to Michael (2009), this research empirically determines what signals are 
actually used by franchisors when recruiting and how they are interpreted by the candidates. 
We contribute to this understanding by analyzing the nature and extent of information 
commonly displayed on websites. Our results suggest that signaling both functional and 
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symbolic benefits affects franchisee candidates’ decisions and, ultimately, franchise chain 
growth.  
This paper also contributes to the study of Internet practices in B2B relationships (Nyadzayo 
et al. 2016) by focusing on franchisor-franchisee candidate relationships.  This is a particular 
setting because B2B opportunities are not commonly announced in the mass media. 
In short, this is the first study to address the content of recruiting information displayed on 
franchisor websites in connection with its effectiveness on chain growth. This study pioneers 
classifying information according to its functional and symbolic benefits and relating it to 
franchise branding, thereby expanding the previous literature on franchisee recruiting and 
organizational identity (Watson et al. 2016; Zachary et al. 2011). 
5.3. Contributions to the practice 
Our research has some managerial implications. First, the relatively low mean values for the 
significant categories (out of the unity value) and particularly the high number of 0 values in 
these categories across the franchisor websites reveal that there is room for improvement to 
optimize the content of franchisor websites in order to better attract franchisee candidates. 
Second, and in accordance with the first point, our codebook, with the eighteen categories 
divided into functional and symbolic benefits and all the associated types of information, 
could be used by franchise experts and franchisors as an operational tool for auditing and 
improving website content directed towards attracting franchisee candidates. Third, 
franchisors could consider omitting information that may have a negative impact on franchise 
chain growth, though it can signal complex and demanding franchise concepts and may 
provide a better pool of candidates.  Fourth, reducing information that does not have any 
statistically significant relationship with franchise chain growth would be advisable. This 
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latter information may obscure the value proposition without having any positive effect. 
Franchisors can convey information not detailed on the franchisor website during further steps 
of the recruitment process, for instance, during face-to-face meetings. Overall, our results may 
help franchisors brand their business opportunities online, thereby making them appealing to 
their target segment of franchisee candidates. 
5.4. Limitations and tracks for future research 
This research has some limitations and also offers some tracks for future research. First, using 
data available on the Internet from a cross-sectional perspective, and more specifically 
observing website content, presents some shortfalls. This is only a snapshot at time t and 
website contents may have evolved since this observation. Second, we used Internet data, i.e., 
secondary data. Complementary approaches, either qualitative ones involving in-depth 
interviews with franchisors or quantitative ones involving questionnaire-based surveys with 
franchisors, could be very meaningful for obtaining more insight on franchisor choices with 
regards to designing the part of their websites dedicated to franchisee candidate recruitment. 
Third, our regression models run on a sample of 91 franchisors and involving over 20 
independent variables show a limited explanatory power with R2 values of 31.7% and 34.9%. 
We thus explain about a third of the variation of franchise chain growth with the information 
provided on franchisor websites. Other factors could be considered in future research, for 
instance, information provided during face-to-face meetings with the franchisor, information 
provided through the other franchisees of the chain or information provided in the franchise 
disclosure document. Fourth, our research deals with the French market only. Extending the 
empirical study to other European markets or comparing findings from France and another 
markets, such as the United States, as other authors have done in the case of plural form or 
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chain internationalization, would be of interest (Dant, Perrigot and Cliquet 2008) (Perrigot, 
López-Fernández and Eroglu 2013).  
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FIGURES 
Figure 1: Functional and symbolic dimensions in brand evaluation 
 
 
 
 
Source: del Río, Vázquez and Iglesias (2001) 
FUNCTIONAL DIMENSION 
(Practical) 
SYMBOLIC DIMENSION 
(Expressive) 
EMOTIONAL 
COVERT 
RATIONAL 
COVERT 
✓ Product performance 
✓ Physical justification 
✓ Usage effectiveness 
✓ Value for money 
✓ Available and habitual 
✓ Reliability 
✓ Fits my lifestyle 
✓ Expresses me, my identity 
✓ Helps order and structure life 
✓ Social approval 
✓ Sense of prestige 
✓ Intuitive likes and dislikes 
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TABLES 
Table 1: Description of the categories and all the associated types of information 
 
Functional benefits 
Present (Not 
present) on 
Franchisor 
Website 
Information on the company 101 (5) 
1. Presence of the brand slogan 
2. Presence of products/services images 
3. Presence of stores or headquarters images 
4. Presence of a short description of the brand 
5. Indication of the year the company was established 
6. Description of the brand’s history 
7. Description of the commercialized products/services 
8. Explicit description of the concept 
9. Description of the brand market (e.g., growth, customers) 
10. Indication of the affiliation with a big group or a pension 
fund 
11. Indication of the group’s other brands 
12. Communication about the chain’s current events (e.g., press 
articles, press kits) 
59 (47) 
48(58) 
54(52) 
35 (71) 
41 (65) 
17 (89) 
24 (82) 
62 (44) 
33 (73) 
17 (89) 
 
13 (93) 
23 (83) 
Information on the franchise chain 84 (22) 
1. Explicit description of the know-how (“know-how” tab or 
the word “know-how”) 
2. Presence of a definition of franchising 
3. Mention of the year of the company was franchised 
4. Description of the chain’s history 
5. Indication of the number of franchised stores 
6. Indication of the number of company-owned stores 
22 (84) 
 
35 (71) 
28 (78) 
17 (89) 
55 (51) 
26 (80) 
Initial assistance 76 (30) 
1. Description of the initial training (e.g., duration, modules, 
prices) 
2. Indication of the existence of a Corporate University 
3. Presentation of the assistance provided by the franchisor to 
the franchisee in terms of procedures with the banks  
4. Presentation of the assistance provided by the franchisor to 
the franchise for the opening of the store 
56 (50) 
 
16 (90) 
21 (85) 
 
44 (62) 
Continuous assistance 81 (25) 
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1. Description of the continuous training (e.g., duration, 
modules, prices) 
2. Mention of the role of the on-field consultant 
3. Presentation of the assistance provided by the franchisor to --
the franchisee in terms of marketing 
4. Presentation of the assistance provided by the franchisor to 
the franchisee in terms of advertisement and promotion 
5. Presentation of the support provided by the franchisor to the 
franchisee in terms of purchasing (e.g., central purchasing, 
economies of scale) 
6. Presentation of the assistance provided by the franchisor to 
the franchisee in terms of sales (e.g., reservation centers) 
7. Presentation of the assistance provided by the franchisor to 
the franchisee in terms of human resource management (e.g., 
assistance with recruitment, training) 
8. Presentation of the assistance provided by the franchisor to 
the franchisee in terms of computer software 
9. Presentation of the assistance provided by the franchisor to 
the franchisee in terms of ICT 
10. Presentation of the assistance provided by the franchisor to 
the franchisee in terms of back office (e.g., administrative, 
judicial) 
11. Presence of an Intranet network for franchisees 
31 (75) 
 
44 (62) 
34 (72) 
 
47 (59) 
 
52 (54) 
 
 
28 (78) 
 
21 (85) 
 
 
32 (74) 
 
19 (87) 
 
21 (85) 
 
 
14 (92) 
Franchise contract 44 (62) 
1. Indication of the duration of the franchise contract 
2. Mention of the different types of contracts used (e.g., 
franchise, affiliation, partnership) 
3. Description of the franchisor’s and franchisee’s obligations 
4. Presentation of the career prospects for franchisees (e.g., 
multi-unit franchisee, pluri-franchisee) 
32 (74) 
11 (95) 
 
19 (87) 
7 (99) 
 
Financial requirements to join the chain 61 (45) 
1. Indication of the amount of the entry fees 
2. Indication of the amount of the franchising royalties 
3. Indication of the amount of the advertising fees 
4. Indication of other costs (e.g., training, equipment) 
5. Indication of the franchisee candidate’s personal input 
amount 
6. Indication of the amount of the total investment to open a 
franchised store 
47 (59) 
44 (62) 
28 (78) 
14 (92) 
42 (64) 
 
44 (62) 
 
Business potential (financial expectations)  40 (66) 
1. Description of the benefits associated to the franchisee status 
(e.g., capitalization) 
2. Indication of the franchisee’s potential pay 
39 (67) 
 
9 (97) 
Possibilities of contact without interaction 36 (70) 
1. Possibility for franchisee candidates to download 
information/document resources 
2. Presence of “Frequently Asked Questions” section 
3. Possibility for franchisee candidates to subscribe to a 
newsletter 
20 (86) 
 
10 (96) 
18 (88) 
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Possibilities of contact with interaction 105 (1) 
1. Possibility for franchisee candidates to send an 
information/documentation request 
2. Indication of the email address in the form of 
“contact@nameofthechain” or 
“development@nameofthechain” 
3. Indication of the name of the developer and his contact 
details 
4. Possibility for franchisee candidates to fill in an online 
application form 
5. Possibility for franchisee candidates to submit their CV 
online 
6. Possibility for franchisee candidates to download an 
application form to be sent by postal mail 
7. Indication of a phone number 
8. Indication of a toll free phone number 
9. Indication of an email address 
10. Indication of a fax number 
11. Indication of a mailing address 
32 (74) 
 
68 (38) 
 
 
34 (72) 
 
56 (50) 
 
11 (95) 
 
23 (83) 
 
48 (58) 
9 (97) 
40 (66) 
17 (89) 
39 (67) 
Symbolic benefits  
Present (Not 
present) on 
Franchisor 
Website 
Aesthetic aspects of the website  89 (17) 
1. Presence of images/photos of people 
2. Presence of videos 
3. Animation of graphs, images or links (e.g., new pop-up 
windows opening) 
4. Use of colors for background 
5. Use of colors for text font 
57 (49) 
31 (75) 
53 (53) 
 
18 (88) 
33 (73) 
Corporate strategy and leadership 61 (45) 
1. Mission 
2. Vision 
3. Culture 
4. CEO bio 
16 (90) 
41 (65) 
19 (87) 
23 (83) 
Activities dealing with Corporate Social Responsibility 38 (68) 
1. Presence of images of people whatever their gender, age or 
background 
2. Presence of information regarding the CSR practices of the 
franchisor 
34 (72) 
 
7 (99) 
 
Activities dealing with social media 42 (64) 
1. Possibility of sharing ‘my Internet’ page with a friend 
2. Presence of a link to the Facebook page 
3. Presence of a link to the Twitter account 
9 (97) 
38 (68) 
15 (91) 
Certifications 33 (73) 
1. Presence of label logos (e.g., ISO, product of the year) 
2. Indication of awards/prizes received by the franchisor 
3. Presence of the French Franchise Federation logo 
8 (98) 
14 (92) 
21 (85) 
Personality traits 73 (33) 
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1. Explicit mention as “Be successful!”, “Get started!” 
2. Mention of a franchise specific slogan (e.g., “Is franchising 
right for you?”) 
3. Explicit mention as “Why should you join us?” 
22 (84) 
28 (78) 
 
58 (48) 
Human aspects 66 (40) 
1. Mention of success stories 
2. Presence of the “message” from the franchisor 
3. Indication of the latest openings 
4. Presence of accounts from franchisees in written form 
5. Presence of accounts from franchisees in video form 
6. Indication of the brand’s attendance at the franchise 
exhibition “Franchise Expo Paris” 
7. Indication of the name of the franchisees and their contact 
details 
19 (87) 
14 (92) 
28 (78) 
29 (77) 
14 (92) 
12 (94) 
 
9 (97) 
Recruitment process of franchisee candidates 69 (37) 
1. Indication of the areas (e.g., cities) for which a franchisee is 
needed 
2. Presence of a sought after profile for franchisee candidates 
3. Description of the selection process of franchisee candidates 
15 (91) 
 
1 (105) 
13 (93) 
Working environment (premises and employees) 60 (46) 
1. Indication of the necessity of having premises 
2. Indication of the size of the store 
3. Indication of the type and quality of the location (e.g., No. 1, 
town center, showcase, car park) 
4. Indication of the average number of employees required for 
the business 
5. Description of the training offered to franchisees’ employees 
(e.g., duration, modules, pricing) 
48 (58) 
38 (68) 
39 (67) 
 
14 (92) 
 
22 (84) 
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Table 2: Descriptive statistics for the categories of information 
  
N Minimum Maximum Mean Standard deviation 
Functional benefits           
Information on the company 106 0 0.83 0.3349 0.20019 
Information on the franchise chain 106 0 1 0.2877 0.24509 
Initial assistance 106 0 1 0.3231 0.26941 
Continuous assistance 106 0 0.82 0.2942 0.22707 
Franchise contract 106 0 1 0.1627 0.22372 
Financial requirements to join the chain 106 0 1 0.3443 0.34905 
Business potential (financial expectations)  106 0 1 0.2264 0.31722 
Possibilities of contact without interaction 106 0 1 0.1509 0.23963 
Possibilities of contact with interaction 106 0 0.73 0.3233 0.13518 
Symbolic benefits  106         
Aesthetic aspects of the website  106 0 1 0.3623 0.24860 
Corporate strategy and leadership 106 0 1 0.2335 0.24945 
Activities dealing with Corporate Social Responsibility 106 0 1 0.1934 0.27230 
Activities dealing with social media 106 0 1 0.1950 0.27165 
Certifications  106 0 1 0.1352 0.21956 
Personality traits 106 0 1 0.3396 0.29089 
Human aspects 106 0 0.71 0.1685 0.17832 
Recruitment process of franchisee candidates  106 0 1 0.2799 0.25255 
Working environment (premises and employees) 106 0 1 0.3038 0.32453 
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Table 3: Descriptive statistics for the chain characteristics 
 
Chain characteristics N Minimum Maximum Mean Standard deviation 
Chain age 106 1 62 11.25 10.55 
Chain size 94 3 507 111.29 126.82 
Percentage of company-owned stores 94 0 94.30 28.36 26.15 
Industry 106 0 1 0.67 0.473 
International dimension 104 0 1 0.43 0.498 
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Table 4: Estimation results of the linear regression model 
 
 Franchise chain growth 
 Model 0 Model 1 Model 2 
(Constant) 
10.053** 
(4.298) 
7.941 
(6.975) 
4.576 
(7.198) 
Functional benefits    
Information on the company  
-4.104 
(13.374) 
-9.044 
(13.760) 
Information on the franchise chain  
10.829 
(10.212) 
10.801 
(9.987) 
Initial assistance (centered)  
-7.813 
(7.138) 
-3.862 
(15.473) 
Initial assistance*Industry   
-3.541 
(17.925) 
Continuous assistance (centered)  
0.983 
(9.588) 
-24.441 
(15.914) 
Continuous assistance*Industry   
32.687* 
(18.908) 
Franchise contract  
-12.915 
(9.437) 
-9.360 
(9.543) 
Financial requirements to join the 
chain 
 
16.617** 
(6.566) 
17.700** 
(6.548)  
Business potential (financial 
expectations) (centered) 
 
-14.542** 
(6.007) 
-18.775* 
(11.075) 
Business potential (financial 
expectations) *Industry  
  
4.769 
(13.482) 
Possibilities of contact without 
interaction 
 
15.790** 
(7.834) 
13.447* 
(8.084) 
Possibilities of contact with 
interaction  
 
-23.700 
(15.624) 
-18.780 
(15.497) 
Symbolic benefits    
Aesthetic aspects of the website  
-12.920 
(8.630) 
-11.224 
(8.617) 
Corporate strategy and leadership  
-8.288 
(9.270) 
-7.840 
(9.067) 
Activities dealing with Corporate 
Social Responsibility 
 
0.586 
(7.715) 
-1.717 
(7.725) 
Activities dealing with social media   
3.792 
(6.999) 
4.017 
(6.923) 
Certifications (centered)  
15.049 
(10.207) 
-7.478 
(21.209) 
Certifications *Industry   
29.920 
(22.390) 
Personality traits  
5.955 
(6.669) 
7.087 
(6.689) 
 51 
 
Human aspects  
13.515 
(14.192) 
11.733 
(14.107) 
Recruitment process of franchisee 
candidates 
 
25.623*** 
(7.597) 
26.503*** 
(7.978) 
Working environment (premises and 
employees) 
 
-1.353 
(7.349) 
0.370 
(7.526) 
Chain characteristics    
Chain age 
-0.228 
(0.192) 
-0.310 
(0.193) 
-0.315 
(0.196) 
Chain size 
0.078*** 
(0.016) 
0.067*** 
(0.018) 
0.073*** 
(0.18) 
Percentage of company-owned 
stores 
-0.180** 
(0.069) 
-0.215*** 
(0.072) 
-0.246*** 
(0.074)  
Industry 
2.830 
(3.708) 
-0.038 
(4.176) 
1.648 
(4.214) 
International dimension 
-3.107 
(4.156) 
0.990 
(4.393) 
1.646 
(4.559) 
N 91 91 91 
F 5.465*** 2.833*** 2.809*** 
R2 (adjusted) 0.197 0.317 0.349 
Significance levels are noted: *** p<1%; ** p<5%; * p<10%. 
Standard errors are in parentheses 
 
